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ABSTRACT
“Sustainability is increasingly important to consumers as they consider not only the effects
products they buy have on their personal health, but also the impact they have on our wildlife,
soil, and the people who work at every level of the supply chain. As climate change has moved
from a future concern to a present reality, going green has become a driving force for innovation
in every industry, including beauty (Linkage, 2020). The importance of ethical and sustainable
products is on the rise in the beauty industry, it is becoming increasingly apparent that having
ethical and clean products are important to customers. This research used a quantitative design to
explore whether consumers find it important to look for sustainable and ethical cosmetic
products when purchasing from a company. The research findings indicate female consumers
and those aged 18-34 are the ones most likely to stop purchasing from companies that test on
animals. Findings also indicate that compared to males, female consumers find sustainable/ecofriendly products to be important when purchasing cosmetics.
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Executive Summary
The purpose of this thesis is to examine how important ethical and sustainable cosmetics
are to consumers when making cosmetic purchases. This thesis will detail whether consumers
take ethical and sustainable factors, such as animal welfare, into account when making purchases
in the beauty and wellness market. This study also delves into whether there is a market for
increasing popularity for cosmetic products that do not undergo animal testing and are
sustainable. A quantitative test is used to research and analyze how consumers truly feel about
ethics and sustainability in the production of products they buy. The aim of this study is to
supplement current knowledge in order to provide a basis for potential marketing strategies in the
cosmetic industry as well as consumer research regarding ethical and sustainable cosmetics.
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Chapter 1: Introduction
Introduction
Beauty is a major part of many people s wellbeing. It does not only affect the confidence
of an individual and the way people are often perceived and judged, but it can also indicate a
general state of health through external appearance. Anything that is happening on the skin s
surface is an extension of what is occurring internally, whether it is a physical or mental effect
(Copperman, 2019). As someone who has deep interest in the beauty industry, it is disheartening
to learn about the background of the manufacturing of cosmetic products that is readily available
to the public in large quantities. In this present era where factors such as climate change, animal
welfare, pollution, deforestation and loss of biodiversity are discussed heavily throughout the
world, environmental movements have been created. This has had a tremendous impact on
consumer behavior and environmental awareness, resulting in a significant increase in demand
for ethical products and sustainable products.
According to Statista, the cosmetic industry was worth a staggering 500 billion U.S.
dollars in 2019 and has been growing steadily every year (Ridder, 2020). With the increased
popularity comes an increase in consumer awareness relating to health and environmental
factors, similar to what occurred in the food industry. Consumers have increased their
attentiveness to ethical conduct which includes animal welfare and vegan ingredients, sustainable
packaging and natural ingredients. This adaptation of consumer demand lends merit to the
question of how consumer preferences interact with the industry and whether consumers care
about sustainability and ethical cosmetics, which will be investigated by researching data
released from Yougov, a global public opinion and data company, as well as data released from
Global Web Index, an audience targeting company for the global marketing industry.
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Research Questions
Many questions arise when analyzing how consumers choose to buy cosmetic products.
As seen in Figure 1, the figure contains data regarding the sales revenue from ethical cosmetics
in the U.K from 2007 to 2019. it can be concluded that there is a demand for ethical and
sustainable products from consumers worldwide, but it brings into question the type of consumer
that it affects. Therefore, this research is seeking to discover which gender and age group would
stop purchasing from cosmetic companies that test on animals as well as which gender finds it
important to buy sustainable/eco-friendly cosmetic products.
Definitions Used
To establish a clear standard of reference, the following definitions apply to each term
when used in this research in order. Cosmetics is defined as, “articles intended to be rubbed,
poured, sprinkled, or sprayed on, introduced into, or otherwise applied to the human body. . .for
cleansing, beautifying, promoting attractiveness, or altering the appearance" (Federal Food,
Drug, and Cosmetic Act, 1938). The Cambridge dictionary defines sustainable as, “using
methods that do not harm the environment so that natural resources are still available in the
future (Cambridge Dictionary, 2021). When consumers are trying to avoid potentially
unsustainable products, they typically go for the “green alternative of the same product.
“Green cosmetics will be used in this thesis as a broad term for any cosmetics that claims to be
sustainable or environmentally friendly (Todd, 2004). There is a term used by the animal rights
movement to label products or activities that do not harm animals and that term is “cruelty-free .
The term “cruelty-free is used by companies to indicate whether their brand tests on animals as
well as providing more information regarding animal testing in the cosmetic industry (Leaping
Bunny, n.d.).
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Background
Information on Cosmetics
Cosmetics and beauty products compose one of the largest global industries in the world.
Cosmetic is defined by the Federal Food, Drug, and Cosmetic Act (FD&C Act) as “articles
intended to be rubbed, poured, sprinkled, or sprayed on, introduced into, or otherwise applied to
the human body. . . for cleansing, beautifying, promoting attractiveness, or altering the
appearance (Federal Food, Drug, and Cosmetics Act, 1938). Under the law, some products that
are usually referred to as “personal care products are considered as cosmetic. These include, for
example, skin moisturizer, nail polish, shampoo, and even toothpaste.
The steady market growth of the industry shows just how interested and involved
consumers are in their personal beauty and hygiene. Cosmetics have played many roles in human
history for centuries. It has been used for beauty enhancement, religious rituals, and promotion
of good health. Cosmetics play a huge part in both men and women s daily lives, especially
because society has become more interested and conscious about beauty and looks. The
importance of cosmetics has increased significantly as many people want to look younger and
more attractive, which tends to correlate with their level of self-esteem (Britton, 2012).
Importance of Ethics
Each person has a different interpretation on what they find ethical, which can contribute
to the ambiguity surrounding what defines an ethical company. For most, being ethical means
that someone is acting according to specific standards of behavior (Sherwin, 1863). Terms
describing ethics and green beauty are not highly regulated, resulting in various meanings
depending on the person or company using the term. Ethical cosmetics would typically include
ingredients that are cruelty-free, non-toxic, vegan and palm oil free (Markovic, 2021). However,
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the term ethical can also be used as a marketing tactic to increase sales even when there is very
little evidence of ethical practices. As seen in Appendix 4, a survey conducted by Ethical
Consumer Organization shows that the sales revenue from Ethical Cosmetics in the U.K from the
year 2007 to 2019 has been increasing steadily which means that there is a good demand for
ethical cosmetics (Ridder, 2020).
Animal Welfare
As reported by Acme-Hardesty, the terms “green or “sustainable when describing
cosmetics is defined as cosmetic products that use natural ingredients and are produced from
renewable raw materials. These terms also entail environmental and social responsibility
(Kleiner, 2018). One of the major benefits of sustainable and green cosmetics is that the products
tend to be kinder on the environment. In this era, consumers have an increase in global
consciousness, and they are highly concerned with environmental and social responsibility. This
has led to the subject of animal testing, which has now come to the forefront in the medical and
business world as society becomes more affluent. In the business world, one of the most
controversial topics is the role of animal testing in the production of cosmetic products.
It is reported that about 100,000 to 200,000 animals suffer and die solely for the testing of
cosmetics every year (Human Society International, 2020). The animals that are used for animal
testing are mostly rabbits, guinea pigs, hamsters, rats and mice. While dogs and monkeys are no
longer used to test cosmetics, they are used to test other types of chemicals. These types of
testing include skin and eye irritation tests where chemicals are rubbed onto shaved skin or
dripped into the eyes. These tests can cause considerable damage to the animals, which leaves
them in pain. It is uncommon for them to receive any pain relief, and they tend to be euthanized
once they no longer serve a purpose (Human Society International, 2020).
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The Food and Drug Administration (FDA) explains how they are responsible for assuring that
cosmetics are safely and properly labeled. This responsibility is accomplished through
enforcement of the Federal Food, Drug, and Cosmetic Act (FD&C Act), related statutes and
regulations promulgated under these laws. The FDA also stated that it does not require the use of
animal testing as a safety measure (U.S Food & Drug Administration, 2020). They advocate for
companies utilizing animal testing to make sure they maximize the scientific information they
get while minimizing the number of animals being used.
Why Companies test on Animals
The media and Non-Governmental Organizations (NGOs) usually target cosmetic
companies because of their use of animal testing methods. Now, even consumers are personally
targeting the companies themselves. Animal testing is the conventional way of ensuring the
safety, side-effects and effectiveness of products. Large corporations such as Loreal and Estee
Lauder conduct animal testing in cosmetics. “Companies test on animals to provide data that
they can use to defend themselves when they are sued by injured consumers (PETA, 2020).
Companies also test on animals to comply with certain government safety product regulations.
Importance of Sustainability
To follow the path of sustainability is to develop and maintain the conditions under which
both humans and nature can exist in productive harmony to assist present and future generations
(United States Environmental Protection Agency, n.d). As the debate over sustainability grows
as along with the demand for it, the market is seeing an increasing demand for sustainable
products. There have been several factors that have encouraged sustainability in the cosmetics
industry such as climate change, increased awareness of environmental impact, and demand from
consumers for more natural products as such products are usually associated with promoting
better health (Bom, 2020).
9

According to a study performed by Unilever, approximately one-third of consumers now
purchase from brands based on their environmental and social impact (Unilever, 2017). Unilever
also estimated that 966 billion euros of opportunity exists for brands that clearly identify their
sustainability credentials (Unilever, 2017). The increase in demand for sustainable products has
created pressure for companies to move in the direction towards more sustainable designs of
production (White, 2020). In the past several years, there was a move from synthetic
formulations to natural and organic formulations, but now companies are also considering the
responsible and ethical acquisition of their ingredients. This includes resources that are used for
manufacturing, creation of waste and emissions, and the ability to recycle packaging or have it
be biodegradable and free of animal cruelty. The goal for the companies is the reduction of
environmental, economic, and social impact of cosmetic products.
Sustainable Cosmetics
Sustainability is currently an important value worldwide, as modern consumers are more
aware of current events in the world and can easily be alerted to companies not following
sustainable production methods. Social media platforms have made it possible for people to
connect with each other from different places in the world. Environmental conservationist are
highly active with using social media to raise awareness regarding environmental hazards and
sustainable alternatives. Information on sustainability and the environment are easily spread
through platforms such as Facebook, Youtube, Twitter and Instagram (Ali, 2020). Terms that are
closely related to sustainability include “sustainable and “green . These terms point towards
environmental awareness and the preservation of natural resources. It also means operating
without the excess consumption of natural resources. According to the United States
Environmental Protection Agency (EPA), sustainability is based on a simple principle;
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everything that we need for our survival and well-being depends, either directly or indirectly, on
our natural environment (EPA, 2020).
The entire process from the production and consumption of a product, starting from raw
material inputs making way to the distribution and wholesale process, can make an impact.
Furthermore, consumer use and disposal will leave a carbon footprint on the Earth not just
environmentally, but socially and economically as well (Bom, 2020). As the debate over
sustainability becomes more convoluted, along with the demand for it, the market for sustainable
products continues to increase.
Environmental Damage
Even though the cosmetics industry s growth in this current era is astounding due to the
beauty industry s impact at improving people s sense of self and wellbeing, it is also highly
responsible for the impact it has on the environment. The industry is notorious for its heavy use
of plastics in its packaging and toxic chemical waste that is washed down drains, subsequently
having a negative impact on the aquatic environment. Tiila Abbitt, founder of vegan makeup
brand Aether Beauty, explained that, “according to the Environmental Protection Agency (EPA),
a third of the landfill is from the beauty industry with the majority of it coming from color
cosmetics because they are using single-use plastics and materials (Moon, 2020). This only
reinforces the relevance and importance of using sustainable practices when producing and
discarding products.
Chapter 2: Literature Review
This chapter presents literature relating to animal testing, sustainability, and ethics.
Research related to ethical cosmetics will also be discussed to determine what qualifies as
ethical. Similarly, academic journals discussing animal cruelty help to further explain what
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animal cruelty is and how it relates to ethics. This literature helped provide a background on the
cosmetics industry and provides the context of how sustainability impacts the industry. Research
related to environmental damage will also be included in this chapter to help explain why
sustainability is important, providing a wholistic view of the cosmetics industry to help explain
the impact of animal testing on consumer behavior.
Information on Cosmetics
Cosmetics and beauty products are some of the most popular consumer products.
Unfortunately, due to the use of these items on sensitive areas of human skin, their production is
usually accompanied by intense testing, which typically means animal testing.
In an article in the Australian Academy of Science journal, Jones and Selinger (2019)
define the word cosmetic and identify the ingredients that may be present in most cosmetics.
They also give a brief history of cosmetics, why they exist, in addition to regulations and safety
guidelines for cosmetic products in Australia. Furthermore, they explain in their article that some
cosmetics could potentially be dangerous if they contain harmful ingredients identified in the
article. The value of this article is that it provides ingredients that are commonly used in
cosmetics, which helps expand on what companies are putting in their products. This source also
contributed to the current research by giving more information about cosmetics and how to
define it.
Complementing the information given by Jones and Selinger, an article from the
Bangladesh Journal of Medical Science by Tejal, Nishad, Amisha, Umesh, Desai and Bansal
(2013) speak about the history of cosmetics, its purpose, the types of cosmetics and awareness of
it in people s daily lives in a city called Surat. This article also provides the statistics of cosmetic
usage and reasons why people use such products. The authors found that there were many
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different reasons why cosmetics are used and they also included percentages on consumer
opinion. This article will assist this research by providing information regarding cosmetics and
giving details regarding how companies that test on animals could potentially affect their sales
by their testing habits.
Animal Welfare
Vicky Ly, owner of the Ethical Elephant blog, explains what cruelty-free means and how
there are no legal definitions for these terms. In her article, Ly (2021) explains how some
companies uses the word “cruelty-free as a buzzword to boost their sales since modern
consumers are looking for ethical cosmetics and are willing to pay more for them. The article
further explains how to determine whether a company is cruelty-free and recommends looking
for the leaping bunny logo to ensure the company is staying true to their claims.
The Humane Society International claims that 100,000 to 200,000 animals suffer and die
annually solely because of cosmetics testing. Animals such as rabbits, guinea pigs, hamsters,
rats, and mice are usually used for animal testing. While monkeys and dogs are not used for
testing cosmetics anywhere in the world, they are used to test other kinds of chemicals. The
Humane Society International also explains that these tests could cause some serious damage and
defects to the animals which would cause them pain.
Regulations on Animal Testing
As China requires beauty and cosmetic products that are imported to be tested on
animals, major cosmetic and beauty products conglomerates such as Estée Lauder, Lancome and
L Oréal have continued to employ these practices in order to take advantage of the tremendous
growth in the Chinese market – which has grown from US$35 Billion in 2012 to US$60.3
Billion in 2019. This figure is expected to grow to US$68 Billion in 2021 (Statista, 2019). The
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Chinese government issued a statement that by 2020 the laws that require animal testing to be
compulsory will be lifted (Morosoni, 2019).
Meanwhile, some countries have banned the sale of cosmetics that are tested on animals.
The sale of cosmetics that practices animal testing has been disallowed in the European Union,
Israel, and India (Davidson, 2018). In America, there have already been four states that have
banned the testing of animals on cosmetics and personal care items if there is an alternative test
available. The four states are: California, New Jersey, New York and, Virginia (National AntiVivisection Society, 2021).
Sustainable Cosmetics
There is no universally-agreed-upon definition of sustainability. In fact, there are many
varied opinions on this concept and on how it can be achieved. “Sustainability has many
explanations. A widely accepted definition is as it is defined by the Brundtland Commission of
the United Nations which refers to sustainability in the concept of sustainable development;
“meeting the needs of the present without compromising the ability of the future generations to
meet their own needs (Sustainable Development, n.d). Presently, sustainability is usually
defined as the processes and actions through which humankind avoids the depletion of natural
resources, in order to keep an ecological balance that doesn t allow the quality of life of modern
societies to decrease (Youmatter, 2021). In the cosmetics industry, this essentially means
making the best product that meets customer needs without damaging the environment, hurting
animals or depleting natural resources, all in the aim of saving the future or selling to customers
who care about sustainability. Many of these sustainable or “green products are defined as
cosmetics using natural ingredients and renewable raw materials.
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Chapter 3: Methodology and Results
This chapter exhibits the methodology used to obtain answers to the research questions
about whether consumers find it important to look for ethical and sustainable cosmetic products
when making purchasing decisions. This chapter further details the results of the secondary data
used for hypothesis testing via the use of descriptive and inferential statistical analyses.
1. Research Hypothesis 1: Female consumers are most likely to stop purchasing cosmetics
from companies that test on animals.
Null Hypothesis: Male consumers are most likely to stop purchasing cosmetics from
companies that test on animals.
2. Research Hypothesis 2: Consumers under the age of 34 are most likely to stop purchasing
from cosmetic companies that test on animals.
Null Hypothesis: Consumers above the age of 34 are most likely to stop purchasing
cosmetics from cosmetic companies that test on animals.
3. Research Hypothesis 3: Female consumers find it more important to buy sustainable/ecofriendly products.
Null Hypothesis: Male consumers find it more important to buy sustainable/eco-friendly
products.
Participants
The research was conducted taking into consideration the age group of the sample of
consumers for the survey. There were 1,106 participants. All participants had previous
experience with the cosmetic industry and were over the age of 18. Each participant completed
an online survey with instructions to "Please imagine that your favorite makeup/cosmetics brand
was reported to test its products on animals. How likely or unlikely would you be to stop
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purchasing that brand?" (Ridder, 2020). In addition, the survey was conducted solely in the
United States.
Data Collection
Data provided and used in this thesis were obtained from the Statista database. Statista is
the leading provider of market and consumer data. Since data is also regularly updated, it is
reliable to retrieve the latest data from the database source.
The first hypothesis of the current research pertained to whether there is a significant
difference in the gender group which is more likely to stop purchasing cosmetics from cosmetic
companies that test on animals. As seen in Table 1, a “1 denoted that the consumer is very
likely to stop purchasing, a “2 denoted that the consumer is somewhat likely to stop purchasing,
a “3 denoted that the consumer is somewhat unlikely to stop purchasing, and a “4 denoted that
the consumer is very unlikely to stop purchasing. Based on the cited source from the database
Statista, the researcher found from the survey that 38 percent of female consumers reported that
they would very likely stop purchasing from their favorite brands if they tested on animals,
compared with 25 percent of male respondents.
The same tests and research methods were used for the second research hypothesis
pertaining to whether consumer age plays a significant part on the likelihood of purchasing
cosmetics from cosmetic companies that test on animals. As seen in Table 2, a “1 denoted that
the consumer is very likely to stop purchasing, a “2 denoted that the consumer is somewhat
likely to stop purchasing, a “3 denoted that the consumer is somewhat unlikely to stop
purchasing, and a “4 denoted that the consumer is very unlikely to stop purchasing. Using
Statista, the researcher has found that during the survey, 33 percent of respondents aged 35 to 54
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years reported that they would very likely stop purchasing from their favorite brands if they
tested on animals.
A t-test was also conducted for the last research hypothesis pertaining to whether the
sustainability of the cosmetic product had a significant impact on the outcome of the product
purchase for consumers of different genders. As seen in Table 3, a “1 denoted the consumer
cares about the price when purchasing cosmetics, a “2 denoted the consumer does not care
about the price when purchasing cosmetics. With reference to our database resource, the
researcher has found that during the survey, 32 percent of consumers reported that they would
very likely stop purchasing from their favorite brand if they tested on animals.
Data Analyses
This research used inferential statistics as they are most appropriate to explore whether
consumers find it important to look for sustainable and ethical cosmetic products when
purchasing from a company. Inferential statistics are used to investigate the hypotheses by
gathering quantifiable data and performing analyses. To assess the research question of whether
or not gender impacts if a consumer will stop purchasing cosmetics from a company that tests on
animals, secondary data was used. T-tests are used to compare the means of two different groups
in each research category. It is often used in hypothesis testing to determine if a process or
treatment actually has an effect on the population of interest, or if two groups are different from
the other. An independent sample t-test was conducted to determine whether males or females
are more likely to stop purchasing cosmetics from a company that tests on animals. The
independent sample t-test was also used to determine if consumers under the age of 34 are most
likely to stop purchasing from cosmetic companies that test on animals compared to those aged
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35 and above. An independent sample t-test was also used to determine which gender finds it
more important to purchase cosmetics that are sustainable and eco-friendly.
The first hypothesis of the current research pertained to whether there is a significant
difference in the gender group which is more likely to stop purchasing cosmetics from cosmetic
companies that test on animals. As seen in Table 1, a “1 denoted that the consumer is very
likely to stop purchasing, a “2 denoted that the consumer is somewhat likely to stop purchasing,
a “3 denoted that the consumer is somewhat unlikely to stop purchasing, and a “4 denoted that
the consumer is very unlikely to stop purchasing. Based on the cited source from the database
Statista, the researcher found from the survey that 38 percent of female consumers reported that
they would very likely stop purchasing from their favorite brands if they tested on animals,
compared with 25 percent of male respondents.
The same tests and research methods were used for the second research hypothesis
pertaining to whether consumer age plays a significant part on the likelihood of purchasing
cosmetics from cosmetic companies that test on animals. As seen in Table 2, a “1 denoted that
the consumer is very likely to stop purchasing, a “2 denoted that the consumer is somewhat
likely to stop purchasing, a “3 denoted that the consumer is somewhat unlikely to stop
purchasing, and a “4 denoted that the consumer is very unlikely to stop purchasing. Using
Statista, the researcher has found that during the survey, 33 percent of respondents aged 35 to 54
years reported that they would very likely stop purchasing from their favorite brands if they
tested on animals.
A t-test was also conducted for the last research hypothesis pertaining to whether the
sustainability of the cosmetic product had a significant impact on the outcome of the product
purchase for consumers of different genders. As seen in Table 3, a “1 denoted the consumer
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cares about the price when purchasing cosmetics, a “2 denoted the consumer does not care
about the price when purchasing cosmetics. With reference to our database resource, the
researcher has found that during the survey, 32 percent of consumers reported that they would
very likely stop purchasing from brands if they tested on animals.
Results
Hypothesis I
Statistical analyses were conducted on 1,106 female and male subjects to determine the
likelihood of the counterpart to stop purchasing cosmetics from cosmetic companies that test
their products on animals. A t-test was conducted for both male and female consumers of
cosmetic products with a t-value of 7.14 rejecting the null hypothesis that female consumers are
more likely to keep purchasing cosmetics from cosmetic companies that test on animals. As seen
in Table 1, the average mean calculated for the likelihood of female consumers to stop
purchasing is M=2.04 while the mean for male consumers is higher (M= 2.53, suggesting that
male consumers are more unlikely to stop purchasing cosmetics from cosmetic companies that
test on animals. In addition, the percentage of female consumers who are very likely to stop
purchasing compared to those who are very unlikely to stop purchasing is also significantly
higher in comparison to the statistics of the male consumers.
Hypothesis II
A second analysis was done to determine the age group which is more affected and is
more likely to stop purchasing cosmetics from cosmetic companies that test on animals. With
reference to the chart provided in Table 2, we use the data by age group to determine the
likelihood of an age group that is more affected. The data in the chart in Table 2 shows the t-test
that was conducted for the different age groups. As seen in Table 2, the average mean calculated
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for the likelihood of under 34 to stop purchasing is M=2.25 while the mean for above 35 is M=
2.38 and M=2.51. Suggesting that the under 34 consumers are more likely to stop purchasing
cosmetics from cosmetic companies that test on animals. Through the mean calculated, taking
into consideration the denoted weightage of each choice, the group with the lower mean is
interpreted as the group which is most likely to stop purchasing cosmetics from the cosmetic
companies. The mean can be calculated by finding the product of each row in the age group
column and the denoted weightage, then having the aggregate of the products and dividing it by
the total size of each specific age group. Doing this for each age group, it is shown that the age
group under the age of 34 has the lowest calculated mean. This is interpreted as the group that is
most likely to stop purchasing cosmetics from the cosmetic companies that test on animals.
Hypothesis III
The last analysis conducted is to show if sustainability of the product has an impact on
the consumers when buying cosmetics. Just like the other research, a t-test was done to compare
the results between the consumer group which has a higher tendency to be affected by the
product sustainability when buying cosmetics. This research has a slightly smaller sample size
being 1,028 sample consumers. Using the chart provided in Table 3, the data represents the
comparison between gender groups to determine which group is most likely to stop purchasing
cosmetics from cosmetic companies that test are not sustainable or eco-friendly. With the
weightage donated to “Yes = 1 and the weightage denoted to “No = 2, the group with the
lower mean is interpreted as the group which is likely to care more about the sustainability of the
product when buying cosmetics. The mean can be calculated by aggregating the products of the
denoted weightage and each row of the gender column then dividing the aggregate by the total
sample size of each gender column. This same method of calculating the mean can be used for
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both gender groups. Through the calculations, it is determined that the mean for the female group
is lower than their counterpart. This shows that the female group has a higher probability of
caring about the sustainability of cosmetic products when purchasing cosmetics from cosmetic
companies.
Chapter 4: Conclusion and Recommendations
Conclusion
The purpose of this thesis was to investigate how important ethical and sustainable
cosmetics are to consumers when making purchases. The data and results could help assist future
companies better decide their optimum marketing strategies as to which gender or age they
should target when making their cosmetic products ethical and sustainable. For the first research
question, the objective was to study which gender was more likely to stop purchasing cosmetic
products from companies that test on animals. The results indicate that female consumers are
more likely to stop purchasing cosmetics from companies that test on animals (M=2.04) when
compared to their male counterparts (M=2.53).
For the second research question, the objective was to determine which age group is more
likely to stop purchasing cosmetic products from cosmetic companies that test on animals. The
results indicate that consumers within the under 34 age group are most likely to stop purchasing
cosmetics from cosmetic companies that test on animals (M=2.25) when compared to the 35-54
age group (M=2.39), and the over 55 age group (M=2.51).
The aim of the last research question was to determine which gender group is more likely
to stop purchasing cosmetic products from cosmetic companies based on the sustainability of the
cosmetic products manufactured by these cosmetic companies. The results indicate that female
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consumers are more likely to care about sustainability when buying cosmetic products from
companies that test on animals (M=1.83) than their male counterparts (M=1.84).
Recommendations
The first recommendation is for companies to focus on developing sustainable products
such as cruelty-free products and recyclable cosmetic products, as the research results indicate
that, overall, customers are much more likely to buy sustainable over non-sustainable beauty
products. The second recommendation is to advertise that products being sold are sustainable as
it is evident that this will increase customers' likelihood to purchase products. The final
recommendation is that cosmetic companies become more aware of the needs and opinions of
their customers. This improves customer satisfaction and in turn promotes and improves brand
loyalty and company sales. This is a step in the process for future cosmetic products and
innovation throughout the beauty industry.
Limitations
One potential limitation to this investigation is that the data collection process may not be
an accurate representation of the general population due to lack of resources for data collection.
To achieve appropriate generalizable results would require an extremely large sample size from
across the entire US population. Another limitation of this research was biased research due to
personal perspective, although an objective point of view was used, there is always bias based on
personal emotion as the researcher feel strongly about sustainable products and is a huge
advocate for protecting our environment. A further limitation was time constraints, the limited
amount of data that was able to be gathered in a relatively short period of a year, a more in-depth
research would look at consumer needs over a few years to be able to look at trends and patterns
of how customers viewpoints evolve through the years.
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